


























う」と述べている (Lu, 1934, p. 129)。
一方で，面子は中国社会独特のものではなく，すべての社会でみられる
普遍的な概念でもある。社会の一員として大多数の人々は，赤面 (blushing)，
恥かしさ (feeling embarrassed)，気まずさ (awkward)，誇り (proud) などのよ













































































































２） Face is the positive social value a person effectively claims for himself by the
















社会の個人主義が前提となっているとの指摘がある (Mao, 1994; Matsumoto,
1988)。とくに Mao (1994) は，中国社会における面子とは，Brown らの定











(face negotiation theory) は興味深いヒントを与えてくれる (Ting-Toomey,



























３） Face refers to a sense of favorable social selfworth that a person wants others






は，特に興味深い考察を行った Li and Su (2007) と姜 (2008) に重点を置
きながら，中国市場における消費者行動と面子の関係について考えていく。
その前に，消費者行動における面子の影響について言及した研究として，










































４） Face consumption is defined as the motivational process by which individuals
try to enhance maintain or save self-face, as well as show respect to others’






















表１ 面子消費の測定項目 (Li and Su, 2007)
conformity face
consumption
it is important that others like the products and brands I buy.
it doesn’t matter what friends think of different brands or
products before I purchase a product. (reversed item)
sometimes I buy a product because my friends do so.
distinctive face
consumption
name brand purchase is a good way to distinguish people from
others.
what I consume should be consistent with my social status.




it is important to have a dinner party in a good restaurant even
through I will pay a lot of money.
when buying a gift for others, I always consider the prestige of
the gift.
if I buy a cheap gift for my friend, both my friend and I will
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